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January-December 2004
Lead/Lead Room Night Production

Actual vs. Annual Goals
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Bookings/Booked Room Night Production
Leads to Conversion
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Bookings By Year Of Arrival
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Result"é for
Bookings By Meeting Types Statewide
(January — December 2004)
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Results for Bookings

By Association Meeting Types Statewide
(January — December 2004)
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Results for Bookings By Corporate Meetmg Types Statew:de
(January — December 2004)
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Results of Key Program and Marketing Activities

* Leads converted to Bookings produced an estimated $238 million in rﬁa
visitor spending and $20 million in State and County revenue |

* Placed targeted advertising in major international/national and
regional trade publications

* Participated and presented at 24 targeted major trade shows,
conventions and conferences to promote Hawai'i

» Hosted Insurance Conference Planners Association (ICPA) meeting
» Conducted 24 client promotional events

* Executed 61 major site inspections RS el Dbk L e
* Organized 4 client educational familiarization trips to Hawai'i

» Held 1 statewide press trip, 1 media event in Chicago at IT&ME
» Conducted 6 educational forums

IT&ME Chicago — 52 Hawai‘i companies joined HVCB
at the Largest incentive show in the world
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~______Results of Key Pro ogram and Marketing Activities
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‘MEETHAWAIL.COM MEETHAWAIL.COM
* Number of Visitors 14,578 SAWATL M.
+ Unique Visits: 10,826 10 4
* Page Views: 37,400
* 69 RFP leads representing 20,413 tentative
room nights B
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* Enhanced Images

* New Content

* Interactive Maps
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Market Trends 2005 and Beyond

* Industry will grow in coming years
— Budgets
— Employee Training
— Attendees Per Event
* Measuring and demonstrating return of investment (ROI)
— Strategically using date for planning and exceeding meeting for cost savings
— Outsourcing to third-party providers
— Consolidating meeting planning functions and procurement processes
« Consolidation of Preferred Vendors
— Preferred partner relationships
— Leverage purchasing power
« Growth in International Meetings

«  Short booking windows

Source: Future Watch 2005, Meeting Professionals International
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Marketing Direction In 2005

» Strategies

» Target market for optimum results
» Expand sales through collaborative partnerships and cross-selling

» Ensure dominant market presence at trade shows, promotional events,
sales blitzes and familiarization trips

* Increase public relations/communications activities

» Coordinate integrated statewide CMI ad campaign to increase
awareness, desire and frequency

* Provide competitive client services
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MPG

Hawai‘i Facts

HawAar

» Co-Op Advertising Partners

] 3 . 3 Meetings, =
* MPG listings (20,000 distributed annually) f:onie_f&m& j
— ncentives Py

» E-Marketing Campaigns

» Direct Sales Opportunities
« 23 targeted CMI Trade Shows

18 client promotional events

« 8 CMI client educational fams

* 5 road show / sales blitz

* 6 educational events

HVCB Hosted Event
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